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CHAPTER ONE. INTRODUCTION
There has been much research done on magazine advertisements and how men and women are portrayed in these advertisements. We know from studies of television commercials that advertisements are split along gendered lines. Women are shown cleaning the household and doing laundry, men are shown mowing the lawn and working on cars. In print advertisements women are relegated to submissive positions and postures while men stare straight on into the camera in a position or posture that suggests they are ready to defend themselves or protect others, mostly women and children, from harm. The content of these advertisements is so well documented that we commonly include them in introductory sociology courses.
Thesis Overriding Questions
Advertisements containing depictions of lesbian, gay, bisexual, and transgender (LGBT) people, on the other hand, are a relatively new area available for content analysis. This thesis addressed the following questions:
• How are these people portrayed in magazine advertisements?
• More specifically, how are gay men depicted in gay men's magazines?
• Is sexuality used to sell products in ways that are similar to the way sexuality is used to sell products in mainstream men's magazines?
• Are gay men more sexualized than straight men?
In 2011 it is still not common to see many LGBT advertisements in mainstream, or straight, magazines that can be found on bookstore and grocery store shelves. Television ads are not that common either, but some companies add a subtext to their commercials that is inclusive to the their low price guarantee that shows two men at a hotel. To a straight audience, these men could be two friends on vacation together, but to an LGBT audience they can be two men in a samesex relationship on vacation. However, There are now LGBT magazines that can be found on bookstore shelves and these magazines contain advertisements targeted to an LGBT audience.
These magazines are a great source for a study comparing sexuality in advertising in men's magazines and sexuality in advertising in gay men's magazines.
CHAPTER TWO. LITERATURE REVIEW
This study is based on three theories, Goffman's codes of gender, Mulvey's Male Gaze, and Queer Theory. Erving Goffman's study of advertisements focused on how men and women are portrayed differently and how their bodies are even placed differently (Goffman 1976 ).
Goffman takes a non-biological stance and suggests that men and women are taught to act differently, and in this way, they perform gender. Men are shown as strong and ready to defend themselves and others in ads. They are shown as in control and aware of their surroundings.
Women are shown as being submissive, in defenseless positions, sitting, leaning and laying down, and they are often shown to be holding themselves and touching their faces and clothes.
When women are shown to be touching their faces and holding themselves, we are seeing examples of infantilization, which is the phenomenon of women being portrayed in childlike ways; it has become very common in advertisements today. Laura Mulvey's theory of the Male Gaze states that when women are watching or consuming media they are seeing women through a man's eye. This phenomenon occurs because men dominate the media, and their idealizations of women are what are shown in films, television, and advertisements. In this way, women are never able to see depictions of themselves with a female eye, despite the fact that they themselves are female and watching a woman. For example, when women are looking at beauty and fashion magazines, they are seeing
an idealization of what a woman should be through the lens of a man's or many men's eyes, which includes the ideal curves of a woman's body, her hair style and length, and what her face should look like. Individual photographs and articles may be short and written by women, but the male-dominated media still limits the influence of female writers and artists. Women are focused on from a male's point of view, and acted on by those males (Mulvey 1975) .
The third theory is Queer Theory. Queer Theory revolves around the idea that our identities are not fixed and that they do not define who we are. We also have multiple identities, but even combined they cannot define who we are, and even if categories were acceptable, there are simply not enough to cover each individual person. Queer theory disagrees with the idea that we can talk about groups of people, such as women, men, gay men, lesbians, straight men, and straight women. However, we currently employ these labels and categories to make sense of our world and societies. This study uses the labels of gay men and straight men, but the researcher would like to caution that these are being used because there is not currently a commonly accepted alternative in wide use. Additionally, magazines and their advertisers target specific audiences using these labels and categories.
Queer Theory, especially as theorized by Judith Butler, has stated that the structure of binaries should be broken down and a spectrum of different genders, sexualities, and identities should be represented (Butler 1990) . The binary structure is dominant in our society today; we see things in terms of male and female, masculine and feminine, white and non-white, and straight and queer. Butler puts forth the idea of performativity, meaning that gender is an action not a noun. Gender is something that we are constantly doing in our daily lives. Outside of language, gender does not exist.
Are gay men's magazines using sexuality to sell products?
LGBT people are already on the fringes in our society, but are their advertisements less guilty of sexualizing the LGBT community? How do the frequencies of sexuality in advertising in gay men's magazines compare to sexuality in advertising in straight men's magazines?
Sexuality And Gender in Advertising
There are a few past studies that have looked at gender and masculinity in gay men's magazines. A recent study looked at images from Out magazine and The Advocate, two magazines targeted at gay men (Schwartz and Andsager 2011) . The study looked at images in the magazines from 1967 to 2008 and found that while the men in the magazines were always muscular and lean, the percentage of body fat decreased over the years, while masculinity increased. The study provided a much-needed entry to the literature on gay men's magazines.
Another recent study looked at Details magazine (Draper 2010) . According to the researcher, Details magazine used to be a gay men's magazine before it transitioned to the men's magazine that it is today. The researcher argued that the magazine used gayness to construct more masculinities and then to present them as legitimate straight sexualities. In this way, Details was able to appeal to a larger audience of men.
Yet another study looked at four gay men's magazines, Out, The Advocate, Instinct, and Genre, and found that the men depicted in these magazines were sexually objectified similarly to how previous studies had shown women to be objectified (Caron 2008) . This is an excellent addition to the body of literature on gay men's magazines, but it does not look at how frequently sexuality is used in advertisements compared to other magazine genres.
A study in the field of art and design education looked at stereotypes of gays and lesbians in the media, and included information on how to use these stereotypes as examples so that students in the field can learn to deconstruct them (Chung 2007) . Students were taught to create advertising campaigns that did not include common stereotypes.
A 2006 study looked only at non-commercial use of tobacco in LGBT magazines (Smith et al. 2006) . According to the researchers, the smoking rate is higher among the LGBT population than it is among the general population. They looked at how smoking and the use of tobacco products are portrayed in LGBT magazines. They found that tobacco use is generally seen in a neutral or positive light in these images. This is a very interesting study, but doesn't look at sexuality in LGBT magazines. This was a follow up to their previous research that looked at tobacco and tobacco related advertisements (Smith et al. 2005) . They found that lesbian periodicals had more non-tobacco advertisements portraying smoking and less cessation ads than gay men's magazines. They also found that non-tobacco related advertisements were the most frequent advertisements containing smoking.
There is not a large body of research when it comes to sexuality and gender in advertising in LGBT magazines. However, other researchers have carried out content analyses of magazine advertisements in men's, women's, and general interest magazines to understand how sexuality is shown in advertising. Again, in these advertisements men and women are portrayed differently. These researchers focused on how men are dressed traditionally, but women are often shown to be wearing less clothing than you would normally expect to see in everyday life (Soley and Kurzbard 1986) . Interestingly, they found that sex in advertisements, which they defined as both undress and verbal sexual references, had increased in general-interest magazines but not in men's and women's magazines.
How have the stereotypes of men and women changed over time? Another study found that the stereotypes of women and their roles as portrayed in print advertisements have changed some since the 1950s (Belkaoui and Belkaoui 1976 Much of the previous research in this area has focused on women. Studies that focus on men alone are more rare, but the few that exist have yielded interesting findings. One study examined solo male images and looked at body position, eye gaze and objectification of men (Kolbe and Albanese 1996) . The researchers found that the men in advertisements do not portray "everyday men." The models often had lean, muscular bodies, and other body types were rarely represented. However they did find that the stereotype of a larger, imposing male was absent from the advertisements they analyzed. Instead of headshots, which show the man's head and shoulders with a gaze directly into the camera, they saw full body shots. This is an interesting deviation from earlier research. However, they did find that men were dressed and adorned in traditional ways. There were not men that had unconventional piercings or hairstyles and the clothes the models were dressed in fit into conventions of everyday apparel.
A more recent study analyzed Men's Health magazine and found that masculinity today is connected to consumption, a traditionally female role (Alexander 2003) . The researcher also found that there is a new masculinity, described as a "supermale," in which G.I. Joe takes on a role akin to Barbie for women. They found that this magazine offers masculinity as a product to be consumed, and that articles and features are a form of covert advertising. Alexander concludes that multinational companies construct masculinity in order to make a profit, at the expense of understanding our social construction of masculinity.
A study by Monk-Turner, et al. (2008) is also very interesting. Their study looked at sexuality in advertising in straight men's magazines, straight women's magazines, and general interest magazines. They defined sexuality as objectification, looking at another in a sexual manner or looking at oneself in the mirror; alluring behavior, which is flirting behavior, touching others or puckering the lips; and a state of undress, which is defined as missing any article of clothing, including a shirt. Their study found that sexuality rates were actually higher in general interest magazines than straight men's magazines, and that the sexuality in men's magazines was higher than in women's magazines. They developed a simple and very useful coding scheme that will be used in this study. This study expands on that by looking at the rates of sexuality in straight men's magazines and gay men's magazines.
All of the aforementioned studies looked at some aspect of sexuality and advertising, but none of them have looked at sexuality in men's magazines and sexuality in gay men's magazines, and how they compare and contrast to each other. This study focuses on this topic to add a much needed entry to the literature on advertising in men's and gay men's magazines.
Differences Between Male and Female Sexuality
There are some differences in men's and women's sexuality that may lead to there being less sexuality in women's magazines than men's. But are there any differences between men's and gay men's sexuality that should be noted? Is there some reason that one magazine genre would have more sexuality than another? The researcher looked to previous research in this area to find out. Peplau (2003) found that men's sexuality and gay men's sexuality is more similar than it is to women's or lesbian's sexuality. Men and women differ in four key ways. Men have higher sexual desire, don't view appropriate sexuality as only being expressed in a relationship, and have a less elastic sexuality than women. Men also tie aggression and sexuality more closely than women do. This study noted that both straight men and gay men share the same traits when it comes to sexuality, and both straight women and lesbians share these traits when it comes to sexuality, meaning that there is no observable differences between the groups of gay and straight within the broad categories of men and women (Peplau 2003) . This is particularly important for this study because it shows that gay men and straight men still exhibit the same sexuality outside of the sex of their partner partner.
Other research has shown that women dislike sex in advertising more than men (Dahl et al., 2009 ). The researchers found that women's negative attitudes toward sex in advertising softened when the sex was shown in a committed relationship. However, there was no difference when it came to appealing to men, and whether the sex in advertising was within a committed relationship or not. Since all of the magazines used in this study are men's and gay men's magazines, relationship status should not be an issue. In another study by two of the same researchers, they conducted an experiment to find the spontaneous reactions of both men and women to gratuitous sex in advertising (Sengupta and Dahl 2007) . They found that men reacted more positively than women, but that when women had liberal attitudes toward sex, they reacted more similarly to the way that men did. This adds to the body of research that states than men and women differ in some ways when it comes to sexuality in advertising.
Expected Findings
From preliminary work, it has been found that advertisements in LGBT magazines seem highly sexualized, or are often shown displaying sexuality, when it comes to both men and women regardless of their perceived sexuality. Gay men are shown as being hypersexualized and as taking part in a party lifestyle on cruise ships, in alcohol advertisements, and in tourism advertisements. However, the data have not yet been statistically analyzed.
The researcher's hypothesis is that the gay men's magazines contain advertisements with more sexuality than men's magazines do. Sexuality is defined as exhibiting one of the three behaviors that Monk-Turner et al. (2008) define for the purposes of their coding scheme. These three behaviors are objectification, alluring behavior, and a state of undress. Higher rates of sexuality in gay men's magazines is likely due to the history of limited roles in the media for gay men. Gay men have been relegated to the roles of party animals, promiscuous, non-monogamous young men whose appetites for this lifestyle are never ending. Furthermore, discrimination has kept advertisers and producers from showing LGBT characters in a positive light. Since gay marriage is banned in several states, as is gay adoption, LGBT characters are unlikely to be shown in family roles, as parents, as married couples, and as members of an extended family.
This is slowly changing with recent television shows, such as Modern Family, but it is still rare.
These magazines also cater to youth, who perpetuate these stereotypes because being young and in your twenties and thirties is generally associated with serial monogamy and the party lifestyle across sexualities in the United States media especially when it comes to young adults attending college or leaving home for the first time. This perception and stereotype of young people is damaging for all sexualities, but it is especially so for the LGBT population because they are already perceived as having limited roles in their lifetime.
CHAPTER THREE. METHODS
The data for this study is drawn from four magazines. The analysis will focus on examining sexuality in advertisements in two magazines directed toward straight males and two toward gay men. There are two magazines for each group to ensure that the themes in the magazines are common and not unique to a particular magazine. The data are print advertisements that are at least half a page or larger, because these are the most noticeable ads, and cost the most with a high price for advertisement space. The themes in these ads are the most likely to be seen and absorbed by the readers of the publication. Smaller advertisements tend to be in the back of magazines and usually in a buyer's guide or directory. These advertisements are usually one-eighth of a page or smaller and are usually in black and white. Their location, small size, and lack of color make it easy for readers to ignore them. The unit of analysis will be individual advertisements containing men or women. Articles will not be analyzed in this study.
The Standard Rates and Data (Standard Rates and Data Services, 2012) will be used as a media resource to determine which magazines have the highest subscription and circulation rates. The Standard Rates and Data keep records on magazine circulation rates and subscriptions. This is to ensure that all of the magazines have similar subscription rates so that comparisons can be drawn. However, with LGBT magazines specifically there is often limited choice. There are more magazines available for gay men than there are for lesbians and gender non-conforming individuals. Also, the LGBT population seems to be smaller than the straight population, although there are not official numbers on this as sexual orientation is not something that is recorded on the census. These factors will probably lead to LGBT magazines having lower subscription and circulation rates.
Even though the LGBT magazines have lower subscription rates, the limited choice of publications means that the advertisements in top LGBT magazines, such as Out and Instinct, contain the dominant cultural message about sexuality that is delivered to the audience. They are also readily available on magazine shelves nationwide, as opposed to smaller publications that are only available in certain geographical areas of the country. It is also hard to determine which magazines are specifically targeted to straight men as many gay men also read magazines that are considered mainstream, such as Men's Health and Details.
After taking into account all of the previous concerns, the magazines Out and Instinct were chosen as the gay men's magazines for the sample. As stated previously, Out and Instinct are the only two nationally distributed gay men's magazines that are commonly available on bookstore shelves. For men's magazines, Popular Mechanics and Sports Illustrated will be analyzed. These magazines might fit into the general interest category but they are largely marketed to men.
The researcher examined two years of issues. Out and Instinct sometimes release double issues but they space their issues out over the calendar year, and issues are published on a monthly basis, double issues making up two months. Popular Mechanics is published monthly.
Sports Illustrated is published weekly throughout the year. For the purposes of this study, the first issue of Sports Illustrated for each month has been drawn for the sample. Since these issues were the first of the month they would be compiled during the same timeline as the monthly issues of all the other magazines in the sample, which removes the chance that there has been a major cultural shift during the month that would lead to differences in the advertising. All of the issues to be analyzed are from the years of 2010 and 2011, and months January through
December for each year.
This study uses qualitative content analysis and statistical analysis. Content analysis is frequently used when examining cultural artifacts such as magazines and magazine advertisements. A statistical analysis will be run to determine frequencies and distributions.
Previous researchers have used similar methods to reinforce the validity of their qualitative findings. The researcher will code advertisements from a previously proved coding scheme (Monk-Turner, et al., 2008) and enter the data into a statistical package to run frequencies and distributions of the of use of sexuality in advertising in men's magazines and gay men's magazines. In addition, the advertisements will also be coded and analyzed in terms of gender, product, presence of sexuality, and type of sexuality.
The protocol for this study is drawing issues from January 2010 to December 2011 for all four magazines. As stated previously, since Sports Illustrated is a weekly publication, only the first issue of each calendar month will be drawn for the sample. All advertisements half a page or larger and containing people will be scanned as PDFs. Once all the articles are scanned, the researcher will code all the advertisements using the established coding scheme (Monk-Turner, et al., 2008) . All data is being entered into Excel. The data will then be imported from Excel into the Statistical Package for the Social Sciences (SPSS). Once the data is in SPSS, the analysis will be run to determine frequencies and distributions, as well as crosstabs analysis.
This is an exploratory study and is one of the first of its kind especially when it comes to
LGBT media and more specifically magazines and sexuality in advertisements. The coding scheme for the quantitative analyses has been previously tested and used in numerous studies, and was originally developed and used Monk-Turner, et al. (2008) .
The coding scheme from Monk-Turner, et al (2008) is as follows. The first variable is gender, which they code as (1) male, (2) female, and (3) both male and female. The second variable is product being sold in which (1) is body enhancing; (2) home; (3) food; (4) automobile, which includes cars, motorcycles, and products for automobiles; (5) technical, which
Monk-Tuner et al. define as anything electrical, like televisions, computers, mobile phones; (6) entertainment, including television shows and movies; (7) clothing, which includes sunglasses and watches, (8) alcohol and tobacco products; and (9) other, which is the category for everything that doesn't fit into the previous eight categories. Some examples from what fell into the "other" category included advertisements for charity organization, prescription medications, and festivals. The third variable is whether or not the advertisement contains some form of sexuality, which is coded as either (1) no or (2) yes. Sexuality is defined as displaying oneself as a potential sexual partner, and is shown in one of three forms, which also makes up the fourth variable: (1) object, which means someone in the advertisement is objectified by another, this includes a reflection in a mirror; (2) alluring behavior, which includes flirting, winking, puckering of the lips, or other sexually alluring behavior; and (3) undress, which is any removal of clothing in the advertisement.
Magazine type was added as a variable for this study. The coding is as follows: (1) for Instinct, (2) for Out, (3) for Sports Illustrated, and (4) for Popular Mechanics. The purpose of this variable was to help differentiate between types of magazines, gay men's or mainstream men's, and to determine if there more sexuality displayed in one type of magazine over the other.
Crosstabs analysis of magazine by sexuality present, and magazine by type of sexuality will be run in SPSS. One thing that should be noted is that the sexuality coding categories are mutually exclusive. This coding scheme does not allow for multiple codes; during coding it became apparent that multiple coding was not needed. For instance, in advertisements that showed undress, flirting and objectification were not present as well. In the advertisements with alluring coded. The products being advertised as well as the captions are not used in coding.
An advantage of using advertisements is that they are captured in a certain point in time and are not changing. Also, there is no human connection between the photographs and the researcher; so there is no concern when it comes to researcher-participant relationships and their affect on the study. This study has been determined to be exempt from review by the human subjects committee by the Institutional Review Board at Iowa State University because there is no human interaction involved.
CHAPTER FOUR. FINDINGS
A total of 1,664 advertisements that were half a page or larger were coded and analyzed from the four magazines published between January 2010 and December 2011. Instinct magazine contained 343 advertisements; Out magazine contained 489 advertisements; Sports Illustrated contained 364 advertisements; and Popular Mechanics contained 468 advertisements. Table 1 shows the distribution of genders portrayed in the advertisements. As may be expected for men's magazines, most of the advertisements included men. Men were most often (73.2%) shown without women. Interestingly, when women were portrayed, they were more often shown with men (16.4%) than without them (10.4%). Table 3 shows the distribution of products advertised. As may be seen in the table, 48.9% of products advertised were in the other category, which was made up of travel ads, festival ads, prescription medication ads, and ads for charity organizations, among other products and services. The second most frequent category was clothing with 15% of the advertisements.
This was followed by 8.7% of advertisements for entertainment, 7.5% for automobiles and automobile products, and 6.4% for alcohol and tobacco products. The remaining categories, body enhancement, home, food, and technical, made up less than 5% each of the advertisements. The other category includes a wide array of different products from prescription drugs, to charities, and travel, but in gay men's magazines this is where the party animal stereotype may be seen.
There were numerous advertisements for gay cruises but there were not similar ads for cruises in mainstream men's magazines. There were also advertisements for gay gatherings in different cities around the world, and these advertisements almost always contained sexuality. A major exception was advertisements for gay entertainment awards, such as the GLAAD awards, which showed LGBT celebrities. It is also interesting to note the disproportionally large other category in the case of Instinct magazine. In this category, the party lifestyle of gay men was portrayed with advertisements for cruises, gay gatherings and travel to many cities around the world. In contrast, the advertisements that fell into the other category for Popular Mechanics included mostly advertisements for charities, special commemorative pieces or model motorcycles and the like.
All of the magazines contained advertisements for prescription drugs in the other category. Table 5 shows the results for types of sexuality portrayed in the advertisements. Of the 1,664 advertisements in the total sample, 460, or 27.6%, contained some form of sexuality, e.g. objectification, alluring behavior, or undress. The most frequent form of sexuality was a state of undress, which means part of the person's clothing was missing. This made up 62% of advertisements containing sexuality. In many cases, it was simply a shirt that was missing.
However, in gay men's magazines it was common, especially in clothing ads, to see men in only underwear or Speedo-type swimsuits. Alluring behavior, or flirting, made up 25.7% of ads containing sexuality, and a person being depicted as an object made up only 12.4%. Losing part of one's clothing is important in these advertisements and to some extent has implications for sexuality. Table 6 presents the distribution of sexuality in advertisements by magazine. Chi Square analysis indicates a small but significant relationship between sexual content and magazine title (Chi Square= 447.55, df=3, p < 0.01, Phi=0.52). The table shows that highest relative proportion of sexuality in advertisements were found in Instinct and Out, as expected; 407 of the 460 ads containing sexuality were in gay men's magazines. One thing that stands out is that Instinct is more sexualized that Out. This is likely due to the magazine's audiences. Instinct caters strictly to gay men, but Out knows that its audience includes lesbians, bisexuals and transgender people since a subscription to a leading LGBT news magazine, The Advocate, requires a subscription to
Out. Because of this, they have a broader audience than Instinct, which caters specifically to gay men. Therefore, the advertisers also know that they have to make their products appeal to a wider variety of people, including women, who as previous research has shown, are not as interested in sexuality in advertising. Table 7 shows the distribution of type of sexuality by magazine. Chi Square analysis indicates a very small but significant relationship (Chi Square= 20.29, df=6, p < 0.01; Phi=0.21).
Interestingly, the biggest differences are seen between the two mainstream men's magazines.
Sexuality in Sports Illustrated overwhelmingly took the form of undress, whereas sexuality in Popular Mechanics most often was shown as alluring behavior. In both Instinct and Out, sexuality was most likely to be undress, alluring behavior, and objectification respectively. Table 8 shows the distribution of sexuality in advertisements by genders portrayed. Chi
Square analysis indicates no significant relationship (Chi Square= 2.88, df=2, p < 0.90; Phi=0.04). In other words, the likelihood that an advertisement would have sexual content did not differ significantly across ads that showed only men, only women, or both men and women.
Inspection of the advertisements revealed that men were much more likely to be in a form of undress than displaying alluring behavior, whereas women and mixed gender groups were about equally likely to be in some form of undress or displaying alluring behavior.
CHAPTER FIVE. SUMMARY AND DISCUSSION
Instinct led the magazines in advertisements containing sexuality. It was also found that
Out and Instinct contained the largest proportion of advertisements containing sexuality, as predicted. In these magazines there was a perpetuation of the stereotype that gay men are involved in a party lifestyle. There were few advertisements that showed gay men in their multiple identities. The more frequent form of sexuality across magazines was undress, with the exception of Popular Mechanics. This is most likely due to the age of the audience for Popular
Mechanics. The magazine appeals to older men, and many of the advertisements more frequently showed men and women together. The most common form of sexuality here was alluring behavior. More men than women were shown in advertisements in all of the magazines studies.
Goffman's (1976) theory of gender advertisements says that women and men are shown in different gender roles. Women are the ones that are more often showing sexuality. However, in this study it was found there was no difference between men and women displaying sexuality in advertisements. Queer Theory states that people have multiple identities and that they should be shown with their multiple identities. It is not possible to put one label on a person, and even having many labels does not fully describe and explain the person. In this study, it was rare to find multiple personalities and it was evident from the sexuality in advertisements that the most important thing about a gay man is his body and how he looks, at least, that is what the advertisements portray. The Male Gaze was present as well. This may be due to the fact that straight men and gay men are similar in their sexuality and a preference for visual depictions of potential partners. In this case straight men are objectifying women and gay men are objectifying other men.
Past studies, such as the Monk-Turner, et al. (2008) showed that advertisements in magazines contain frequent sexuality to sell products, and they found that mainstream magazines were now the most sexualized over men's magazines and women's magazines. It is interesting to note in this study that gay men's magazines appear to have more sexuality than mainstream men's magazines. Will the frequency of sexuality in advertising in gay men's magazines decrease in the future? Only future research will allows us to determine the trend in sexuality in men's and gay men's magazines over time.
While the finding that gay men's magazines contain more sexuality was not unexpected it is still troubling. Out and Instinct are the only two magazines that are targeted to an LGBT audience and specifically to gay men throughout the United States. That means that the ideas and concepts put forth in these magazines are the dominant message out there. Advertising takes up a lot of space in magazines, and their visuals catch the eye quicker than printed word. The dominant message is still that gay men are hypersexual, objectifying each other, exhibiting alluring behavior, or flirting, in advertisements for all types of products, and most commonly being in some state of undress implying that their main value is in their bodies.
There is a typical type for each form of sexuality in the advertisements. The typical ad featuring undress tends to have a lone model who is usually missing a shirt, while pants are the next common article missing. Some of the advertisements contain men in only their underpants(See Figure 1) . In the advertisements with alluring behavior or flirting, the models were fully clothed. In one Budweiser advertisement that was in both Out and Instinct, two men were usually dancing and displaying flirting behavior (see Figure 2 ), but in some other advertisements there were three male models present. In these advertisements, everyone is always fully clothed. In the advertisements containing objectification, people also tended to be fully clothed. In one advertisement, two men were fully clothed while standing in their bedroom and one was objectifying the other (see Figure 3) . The same patterns can be seen in advertisements in mainstream men's magazines, but with male and female couples. Again, in advertisements featuring objectification and alluring behavior, models were fully clothed. Since these categories are mutually exclusive, it seems that there must be a reason advertisers do not show both undress and alluring behavior or objectification. Why is it that they are limited in this way? These limits would be a good area for a future study on sexuality in advertising.
This study revealed that some trends observed in previous studies are still the norm. The men in the advertisements were somewhat traditional in that they did not have wild piercings or tattoos, and when they were dressed they were dressed in traditional ways (Soley and Kurzbard, 1986 ). Tattoos were not particularly common in the advertisements. The most memorable advertisement containing a tattoo was an advertisement for a Human Immunodeficiency Virus prescription drug (see Figure 4) . The tattoo was meant to symbolize the body, telling you that your T-cells were low and that you needed to start Human Immunodeficiency Virus treatment.
The tattoo was used as a metaphor for a bodily signal about your health status. Soley and Kurzbard (1986) also found that women were often shown to be wearing less clothing than they normally would in everyday life. This was evident when it came to models in advertisements in gay men's magazines, ironically, many times in advertisements for clothing products. Also, similar to the study by Kolbe and Albanese (1996) , the present study did not find everyday men, or men of various body types as opposed to only men with lean muscular bodies.
All of the models were lean and muscular. These findings also point to the idea of a "supermale" or G.I. Joe figure becoming the norm for advertising directed at men, as Alexander (2003) found. Caron (2008) found that there was a high amount of objectification in gay men's magazines. But, that is not what was found in this study. The more common form of sexuality was undress. There was objectification, but it was in advertisements that did not show men in undress. In fact, these advertisements always showed men clothed but objectifying each other, and it was mainly for personal care products and alcohol. However, Caron also analyzed content in the magazines in addition to advertisements, which this study did not. There may be higher rates of objectification in images associated with articles. Also, Caron focused on objectification of certain body parts, whereas this study just examined if objectification was present in the advertisements at all. Both studies share similar findings that there is an ideal body type portrayed and there is objectification present. Future research is required to address if there has been a change in the amount of objectification present and if this objectification is based around specific body parts.
The gay men's magazines seem to be out of touch with the reality of LGBT people and their lives today.
LGBT people are becoming more visible and gaining ground when it comes to equal rights. Several states have passed marriage equality laws allowing same-sex couples to marry and raise families with the protections that straight men and women have been benefiting from for years.
LGBT people are getting married, starting families, starting their own businesses, running for office, and retiring. If the magazines that say they cater to the LGBT population do not show this, then they are out of touch. Not only is the perpetuation of common stereotypes of gay men troubling, but it is particularly concerning since LGBT youth rarely see representations of LGBT people in today's media. It can be argued that we see more representations of LGBT people today than in the past, but the dominant media still portrays and represents straight people and straight relationships in television and movies.
The Male Gaze is ever present in the media as well (Mulvey 1975) . With the lack of representation in television and film, youth may seek out these magazines, although with their high rates of sexuality and perpetuation of stereotypes in advertisements, LGBT youth are likely to internalize that their value is in their bodies and that their entire identity revolves around their sexuality.
Another interesting aspect has to do with the advertisements that did not contain sexuality. Advertisements in gay men's magazines for the prescription Isentress, a drug used to treat people with the Human Immunodeficiency Virus, did not contain sexuality and depicted people and their multiple identities. For example, gay men were shown as puppy owners, newlyweds, or professionals. Similarly in mainstream men's magazines, advertisements for the prescription drug Viagra did not contain sexuality, but instead often depicted men working on their cars and usually as a lone figure in the advertisement (see Figure 5 ).
There is one advertisement that should be noted from the men's magazines. An advertisement for Lee Jeans features a man walking down the street being objectified by a woman sitting at an outdoor café (see Figure 6 ). With the history of objectification of women in advertising, this was something that stood out and seemed different. However, it is a troubling prospect to think that objectification of both men and women is the new equality in the media that we have been seeking. Objectification of men, as well as women, still sends the message that a person's value is in their body and the way they look. It might be a move by the company to appeal to the vanity of men, as they have been doing with women for years, but it could lead to similar consequences that women now face because of unrealistic beauty ideals in the media.
Limitations
This study only examines two magazines under the category of men's magazines and these magazines could also be said to be in the category of general interest magazines, although they heavily target their content and advertising toward men. Additionally, gay men read some magazines that are listed as men's magazines, such as GQ and Men's Health. This study is also limited by examining only United States magazines. In future research, it would be preferable to examine magazines over a longer period of time so determine long term trends. Another major limitation is that there is only one coder in this study. Having multiple coders would help eliminate some subjectivity in coding and increase the reliability of the findings. This study is also limited by the confusion of the terms sex and gender. Some researchers define the two differently and others use them interchangeably. This can cause inconsistency in the coding.
Future Research
Since there has not been much research on LGBT magazines, this study adds to the body of literature that looks at how LGBT people are portrayed in our society's media. This study also adds to the literature about sexuality in magazine advertisements. Since this is only an exploratory study, further research on sexuality in advertising will need to be done. The findings This Viagra ad is typical for prescription drugs in that is doesn't contain sexuality. This Lee Jeans advertisement was the only ad that showed objectification of a man by a woman.
